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ABSTRACT
-
ment and of fashion involvement on mavenism, purchase decision in-
convenience sampling method to generation X and Y members separ-
ately. Structural equation modeling was used to test generation X and 
Y models. At the end of the study, it was seen that generation Y are 
more materialist, involved in fashion and recreational shopping, and 
share their views of fashion products with others more. In addition, it 
was found out that the centrality materialism of generation X do not 
recreational shopping involvement whereas the success materialism of 
involvement. 
Keywords: Materialism, Fashion Involvement, Purchase Involvement, 
Recreational Shopping, Mavenism.
1. INTRODUCTION
Materialism refers to one’s belief that material things 
lead a person to happiness and social advancement (Parker 
et al., 2009). Nowadays, there is an over-commercialized or 
of materialist society (Allison, 2009). People fall under the 
wearing well-known brands, making up reasons or excuses for 
consumption, and keeping up with the latest fashion. Some 
of the consumers in this market purchase material things to 
take pleasure from life and be successful and place them in 
preferences is fashion. Fashion is a concept referring to the 
change in one’s mentality in social and cultural terms as well 
as consumption and purchase behaviors. It also constitutes the 
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may be differences in consumers’ materialism, fashion involvement, 
recreational shopping involvement, purchase decision involvement, 
and mavenism tendencies (Barletta, 2006). The differences between 
generations make marketers draw all their attention to generation Y 
while they also believe that they should keep up with the generation X 
as well. The demographic structure of Turkey indicates that generation 
Y, needs to be taken into account more. However, generation X will 
constitute an important consumption mass (Yüzbaşıoğlu, 2012). 
Therefore, this study aims at dealing with the influence of 
materialism on fashion involvement and fashion involvement on 
mavenism, purchasing and recreational involvement, and from the 
aspect of generations X and Y. The study is comprised of two sections. 
The first section includes theoretical information. The second section 
includes the survey study and its results.
2. THEORETICAL FRAMEWORK
2.1. Materialism
Materialism is a concept about the importance of the things 
possessed by people for their lives (Ryan and Dziurawiec, 2001: 185). It 
appears in three forms, as centrality, happiness, and success materialism. 
Centrality materialism is a life style in which a person puts any object 
at the center of life (Daun, 1983). Happiness materialism is a personal 
trait that considers certain objects as providers of happiness. Success 
materialism refers to the consideration of any object as an indicator of 
success (Du Bois, 1955: 1235). 
2.2. Fashion Involvement 
Involvement refers to consumer perceptions regarding brands, 
products, advertisements and purchasing decision. It often appears 
in the form of fashion involvement (O’Cass, 2000: 48; O’cass, 2004: 
878). There are three type of involvement; fashion product, purchasing 
decision and recreational involvement. Fashion product involvement 
is the indicator of the relationship between an individual and objects 
(Martin, 1988: 8). It refers to the situation in which a product has an 
important role in consumer’s life (Mittal and Lee, 1989: 370). Purchasing 
involvement is the interest paid by the consumer to fulfil the purchasing 
decision (Mittal and Lee, 1989: 371). This involvement is influential on 
brand preference, and it explains the consumer behaviors. Involvement 
within the context of recreation refers to the pleasure felt by the 
consumer while shopping in his free time without feeling the need to 
purchase. Primary purpose of shopping is to feel pleasure (Bellenger 
and Korgaonkar, 1980; Ohanian and Tashchian, 2011). 
2.3. Mavenism
Mavens constitute a special consumer group who have good 
command of products, stores, and market and share this knowledge 
with other consumers. Particularly the young consumer mass uses 
mobile communication devices, which makes marketers consider these 
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consumer masses that spread all kinds of business details or news on 
social media (Feich and Price, 1987: 85). 
2.4. Generations X and Y in Consumer Culture 
Generation refers to a group of people born within a specific period 
(Williams and Page, 2011: 2-8). Current marketers take Generation 
“Y” into account most while they cannot give up on Generation 
“X”. Therefore, these two generations were included in this study. 
Each generation has its own specific traits, value of judgements, and 
attitudes (Lower, 2008: 81). Generation X is comprised of consumers 
born between the years 1965 and 1980. This is the first generation 
purchasing a product not only because of its functionality but due to 
the emotional connection they establish with the brand. The members 
of this generation behave not only with their logics but also with their 
emotions. Generation Y is comprised of the consumers born between 
the years 1981 and 2000. This group includes consumers who are 
addicted to shopping, can make their own decisions, and consider 
consumption as a kind of entertaining game (İzmirlioğlu, 2008: 53). 
Generation Y keeps up with the latest fashion (Saroja et al., 2015: 113) 
while X has interest in fashion as well (Andrew and Pentecost, 2010: 
45).
The generation studies are mainly conducted on the US 
consumption culture. It poses a curiosity to what extent the studies 
conducted in other cultures are true for Turkey since the influence 
of social, historical, economic, and political events on each country 
is different. There are some studies regarding the attitudes and values 
of generations in other cultures in last years (Andrews and Pentecost, 
2010; William and Page, 2011; Bednall et al., 2012; Saroja, 2015). Though 
the limited number of studies dealing with the attitudes and values of 
generations in Turkey has recently been on the rise (Alnıaçık, 2012; 
Yılmaz, 2013; Sarı et al., 2014; Gürbüz, 2015). Moreover, lack of studies 
dealing with generation comparisons based on fashion involvement, 
materialism, and mavenism points to the need to conduct more 
studies particularly in the case of Turkey. Some recent studies that are 
in close association with the issue are presented. O’Cass (2004), Chan 
et al. (2006), and Koparal and Çalık (2015) analyzed the relationship 
between fashion involvement, materialism, age, and motivation. They 
revealed that individuals with higher materialism tendencies, ages, 
and symbolic motivations are more interested in fashion products 
and purchasing fashion products. Ocass and Choy (2008), Sullivan 
and Heitmeyer (2008), Noble et al. (2009), Bakewell and Mitchel 
(2009), and Hourigan and Bougoure (2011) explored the influence of 
involvement of generation Y and revealed that fashion involvement 
has an influence on their attitudes, recreational shopping, purchasing 
involvement, and mavenism. Parment (2013) compared generation Y 
and baby boomers and revealed that baby boomers are more involved 
in automobiles while generation Y is more involved in clothes and 
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food.As it is obvious from the literature, there is no comprehensive 
study comparing the relationships between these variables in terms of 
generations. The studies are generally from diverse cultures and focus 
on a single generation. 
3. AN EVALUATION OF FASHION INVOLVEMENT: A 
STUDY ON GENERATIONS X AND Y
3.1. Methodology 
The expectations, experiences, life styles, and demographic 
characteristics of generations differ from one another. However, the 
differences between generations vary from one culture to another 
(Gürbüz, 2015: 40). These differences diversify consumer behavior as 
well. The purpose of this study is to reveal how the fashion involvements 
of consumers for different generations differ from each other in 
terms of involvement, mavenism, and materialism.A considerable 
amount of Turkish population is included in generation Y though it is 
generation X, the middle and advanced aged people, which stand out 
when it comes to economic power. This is because the income level of 
young population has not reached the expected level yet. Therefore, 
marketers do not have the chance to completely give up on generation 
X. Moreover, generation Y is a difficult consumer mass bringing along 
great changes to the market structures (American Demographics, 
2002-2003:1). Based on the idea that they make up a considerable 
amount of the consumers, this study is an attempt to compare the 
fashion involvement inputs and outputs of generation X and Y.So, the 
scope of the study covers consumers from generations X and Y residing 
in Istanbul. The respondents were asked to reply questions based on 
their general sense of fashion. The sampling method employed in this 
study is convenience sampling. 400 survey forms for X and 400 for Y 
generations were administered within a confidence interval of 95% and 
an error margin of 5%. The questions in the survey fall into two groups. 
The first group is comprised of questions regarding materialism, 
mavenism and fashion, involvement while the latter group is about 
demographic characteristics. After the elimination of survey forms, 
385 survey forms for “Y Generation” and 389 forms for “X Generation” 
were taken into account. 
  Materialism scale was adapted from the study conducted by 
Richins and Dawson 1992; recreation involvement scale was from 
Guiry’s (2006); mavenism scale was from Hourigan and Bougoure’s 
(2011); and fashion involvement and purchasing decision involvement 
scale was from O’Cass A. (2001). The variables were measured via a 5 
point Likert-type scale (5=I strongly agree; 1=I strongly disagree). The 
data were analyzed using SPSS 16.0 and Lisrel 8.7 statistics programs. 
Descriptive statistics, confirmatory factor analysis, and structural 
equation modelling analysis were employed.
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3.2. Research Model and Hypotheses 
Materialist people believe that possessed things will provide 
insight about individuals to others reflecting their individual 
qualifications (Richins, 1994). Therefore, it is believed that materialism 
has an important role in developing fashion involvement (Browne 
and Kaldenberg, 1997: 32). Different levels of materialism influence 
involvement. With higher levels of materialism, people may consider a 
fashion product as the source of happiness and success putting them at 
the center of their lives (Richins and Dawson, 1992). 
H1: Success materialism has an influence on fashion involvement.
H2: Happiness materialism has an influence on fashion involvement.
H3: Centrality materialism has an influence on fashion involvement.
Consumers who keep up with fashion, are innovative, or are 
fashion leaders take pleasure from shopping (Hourigan and Bougoure, 
2001). The shopping which they do to keep up with the fashion is for 
being informed about new products and developments. This type of 
shopping is not associated with a specific purchasing, rather it is only 
for the sake of collecting information. Fashion follower consumers 
consider this shopping as a kind of entertainment or leisure activity 
(Yavuz et al., 2015: 39). 
H4: Fashion involvement has an influence on recreational shopping 
involvement.
Purchasing decision involvement refers to a consumer’s degree 
of involvement in purchasing decision (Ocass, 2000a: 558). Product 
purchasing involvement requires consumers to evaluate many 
alternatives or product categories before making the purchasing 
decision. Fashion involvement facilitates purchasing decision in this 
process (Browne and Kaldenber, 1997).
H5: Fashion product involvement has an influence on purchase 
involvement.
Mavens are people with high levels of interest in the market (Smith 
and Brister, 1994). By involving in fashion, these people accelerate 
adaptation to new products (Stokburger and Hoyer, 2009). Therefore, 
people with high levels of fashion involvement are also mavens for 
market, and they like sharing product, brand, and store details with 
others.
H6: Fashion involvement has an influence on mavenism.
Research models for generations are as shown in Figure 1 and 
Figure 2 (In appendix).
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3.3. Data Analysis
3.3.1. The Demographic Characteristics of the Respondents 
The demographic characteristics of respondents are as shown in 
Table 1.
Table 1: Demographic Characteristics
Education
X GEN. Y GEN.
Income
X GEN. Y GEN.
N  % N  % N % N %
Secondary/ high 
school
114 29.3 101 26.2  Below 500 TL 39 10.0 192 49,9
Undergraduate 200 51.4 227 59.0  501-1000 TL 40 10.3 105 27.3
Master 75 19.3 57 14.8 1001-2000 TL 51 13.1 25 6.5
Job N  % N  % 2001-3000 TL 195 50.1 24 6.2
Student 28 7.2 207 53.8 Above 3000 
TL
64 16.5 39 10.1
Civil Servant 80 20.6 60 15.6 Marital 
Status
N % N %
Retired 38 9.8 31 8.1 Married 316 81.2 62 16.1
Self-employment 93 23.9 54 14.0 Single 73 18.8 323 83.9
Housewife 72 18.5 33 8.6 Gender N % N %
Other 78 20.1 207 53.8 Female 246 63.2 244 63.4
Male 143 36.8 141 36.6
Total 389 100 385 100 Total 389 100 385 100
3.3.2. Testing Materialism, Mavenism and Involvement Scales 
of Generation Y 
Based on modifications, 3 variables were removed from “success”, 2 
from “happiness”, 4 from “centrality” materialism; 2 from “mavenism”; 
3 from “fashion”, 3 variables from “purchasing decision”, and 2 from the 
“recreational” involvement. Fit values are shown in Table 2 and 3. 
Table 2: The Fit Values of Materialism and Mavenism Scales
Goodness
-of-
Fit 
Index 
Values
Acceptable Fit
Before Modification After 
Modi-
fication
1. 
Success
Mate-
rialism
2. 
Happiness
Mate-
rialism
3. 
Centrality
Mate-
rialism
4
Mave-
nism
1,2,3 4
 X2 257.93 22.09 188.93 31.52 000 5,69
(df) 9 5 14 9 0 2
X2/df 1-5 28.65 4.41 13.49 3.50 0 2.84
GFI 0.90≤GFI≤0.95 0.82 0.81 0.88 0.97 1 0.99
AGFI 0.85≤AGFI≤0.90 0.57 0.44 0.75 0.94 1 0.96
SRMR 0.05≤SRMR≤0.10 0.12 0.18 0.11 0.039 0.00 0.016
RMSEA 0.05≤RMSEA≤0.08 0.268 0.335 0.180 0.081 0.00 0.069
CFI 0.95≤CFI≤0.97 0.68 0.66 0.79 0.98 1 1.00
NNFI 0.95≤NNFI≤0.97 0.47 0.31 0.68 0.97 1 0.99
NFI 0.90≤NFI≤0.95 0.68 0.66 0.77 0.97 1 0.99
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Table 3: Involvement Types Model Fit Values
Goodness-
of-Fit 
Index 
Values
Before Modification After Modification
Fashion 
Invo
lvement
1
Purchase I
Invo
lvement
2
Recreational
Invol
vement
3
1 2 3
X2 414.16 74.32 10.08 10.65 47.86 000
(df) 20 35 5 5 14 0
X2/df 20.70 2.12 2.01 2.13 3.41 0
GFI 0.79 0.96 0.99 0.97 1
AGFI 0.62 0.94 0.97 0.97 0.93 1
SRMR 0.11 0.026 0.032 0.022 0.022 0.00
RMSEA 0.227 0.054 0.051 0.054 0.079 0.00
CFI 0.77 0.98 0.99 0.99 0.98 1
NNFI=TLI 0.76 0.98 0.98 0.98 0.97 1
NFI 0.67 0.97 0.98 0.99 0.98 1
3.3.3. Testing the Materialism and Mavenism Scales for 
Generation X
After modifications, 3 variables were removed from “success”, 2 
from “happiness”, 3 from “centrality” materialism; 3 from “mavenism”; 
3 from “fashion”, 5 from “purchasing”, and 2 from “recreational” 
involvement. Fit values are shown in Table 4 and Table 5.
Table 4: Model Fit Values of Materialism and Mavenism Scales
G o o d n e s s 
-of-
Fit Index 
Values
Before Modification After Modification
1
Success
Materialism
2
Happiness
Materialism
3
Centrality
Materialism
4
Mavenism 1,2,4 3
 X2 142.31 226.08 524.85 74.89 0.00 5.61
(df) 9 5 14 9 0 2
X2/df 15.81 45.21 37.48 8.32 0 2.80
GFI 0.89 0.81 0.77 0.94 1 0.99
AGFI 0.75 0.43 0.44 0.86 1 0.96
SRMR 0.18 0.18 0.22 0.053 0.00 0.018
RMSEA 0.195 0.338 0.307 0.137 0.00 0.068
CFI 0.61 0.66 0.54 0.92 1 0.99
NNFI=TLI 0.77 0.31 0.31 0.87 1 0.98
NFI 0.76 0.65 0.54 0.92 1 0.99
Table 5: Model Fit Values of Involvement Types
Goodness-
of-
Fit Index 
Before Modification After Modification
Fashion 
Involvement(1)
Purchase 
Involvement(2)
Recre
ational Invol
vement(3)
1 2 3
 X2 418.20 103.23 45.89 5.88 7.55 000
(df )
20 35 5 5 5 0
X2/df 20.91 2.94 9.17 1.17 1.51 0
GFI 0.79 0.95 0.95 0.99 0.99 1
AGFI 0.62 0.92 0.86 0.98 0.98 1
SRMR 0.11 0.026 0.066 0.014 0.013 0.00
RMSEA 0.227 0.071 0.145 0.021 0.038 0.00
CFI 0.78 0.97 0.91 1 1 1
NNFI=TLI 0.69 0.97 0.82 1 1 1
NFI 0.77 0.96 0.90 0.99 0.99 1
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3.3.4. The Relationships in the Fashion Involvement Model
The research models were tested via path analysis. The model of 
generation Y suggested a modification for happiness materialism, the 
variable of “I would be happier if I were able to purchase more” was 
excluded. Results are shown in Table 6. Table 7, and Table 8 for both 
models 
Table 6:  Model Fit Values
Goodness-
of-Fit Index 
Values
Y Generation X Generation
Acceptable FitBefore 
Modification
After  
Modification
Before and After 
Modification
 X2 823.88 626.65 550.70
(df) 341
315 290
X2/df 2.41 1.98 1.89 1-5
GFI 0.87 0.89 0.90 0.90≤GFI≤0.95
AGFI 0.84 0.87 0.88 0.85≤AGFI≤0.90
SRMR 0.078 0.064 0.053 0.05≤SRMR≤0.10
RMSEA 0.061 0.051 0.048 0.05≤RMSEA≤0.08
CFI 0.89 0.94 0.90 0.95≤CFI≤0.97
NNFI=TLI 0.88 0.94 0.94 0.95≤NNFI≤0.97
NFI 0.85 0.90 0.94 0.90≤NFI≤0.95
As shown in the Table 9, for generation Y, happiness and 
centrality materialism have a positively significant influence on fashion 
involvement, and fashion involvement has a positively significant 
influence on mavenism, purchasing decision and recreational 
involvement. However, the influence of success materialism on 
fashion involvement is not significant. Therefore, H2, H3, H4, H5, 
and H6 hypotheses were supported while H1 was not supported. For 
generation X, happiness and success materialism have a positively 
significant influence on fashion involvement, and fashion involvement 
has a positively significant influence on mavenism and purchasing 
decision involvement whereas centrality materialism does not have any 
significant influence on fashion involvement, and fashion involvement 
does not have any significant influence on reactional involvement. 
Therefore, H1, H2, H5, and H6 were supported while H3 and H4 were not 
supported. The path diagrams are shown in Figure 2 and Figure 3 (In 
Appendix).
Table 7: The Values of the Model Variables Regarding Generation Y
Variables Standard 
Value
R2 Error 
Variance
T 
Value
Structure 
Validity
Variance 
Validity
Cronbach 
Alpha
Success Materialism 0.74 0.50 0.76
I don't place much 
emphasis on the amount 
of material objects 
people own as a sign of 
success.
0.81 0.65 0.51 16.00
I like to own things that 
impress people. 
0.63 0.40 0.86 12.28
I admire people who 
own expensive homes, 
cars, and clothes.
0.73 0.54 0.56 14.43
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Variables Standard 
Value
R2 Error 
Variance
T 
Value
Structure 
Validity
Variance 
Validity
Cronbach 
Alpha
Centrality Materialism 0.81 0.59 0.90
I enjoy spending money 
on things that aren't 
practical. 
0.86 0.75 0.28 19.27
Buying things gives me 
a lot of pleasure
0.82 0.67 0.33 18.05
I like a lot of luxury in 
my life.
0.72 0.52 0.56 15.32
Happiness Materialism 0.85 0.74 0.88
My life would be better 
if I owned certain things 
I don't have.
0.89 0.65 0.32 17.19
It sometimes bothers 
me quite a bit that I 
can't afford to buy all 
the things I'd like.
0.83 0.40 0.46 16.13
Mavenism 0.87 0.64 0.88
I lıke ıntroduction new 
brands and product to 
my friends
0.91 0.82 0.27 6.43
People ask me for 
information about 
product, shops or sales
0.84 0.70 0.48 20.44
If someone asked where 
to get the best on several 
types of product ı could 
tell him or her where 
to shop
0.77 0.59 0.68 18.09
My friends think of 
me as a good source of 
information when ıt 
comes to new product 
or sales. 
0.68 0.46 0.88 15.03
Fashion Product Involvement 0.84 0.52 0.85
I pay a lot of attention to 
Fashion Clothing
0.75 0.56 0.47 11.41
Fashion Clothing is 
important to me 
0.73 0.53 0.49 13.91
Fashion Clothing is 
an important part of 
my life.
0.81 0.66 0.40 15.53
 I would say Fashion 
Clothing is central to 
my identity as a person 
0.70 0.49 0.70 13.39
I am very much in-
volved in/with Fashion 
Clothing 
0.60 0.36 0.80 11.36
Fashion Product Purchase Involvement 0.93 0.66 0.94
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The purchase of Fashion 
Clothing is important 
to me 
0.85 0.71 0.53 11.71
I like being involved in 
making purchases of 
Fashion Clothing
0.84 0.70 0.61 20.73
I attach great import-
ance to purchasing 
Fashion Clothing
0.90 0.82 0.35 23.62
I place great value 
in making the right 
decision when it comes 
to Fashion Clothing 
0.83 0.68 0.65 20.24
I think a lot about my 
choices when it comes 
to Fashion Clothing 
0.79 0.63 0.71 19.00
Purchasing Fashion 
Clothing is significant 
to me
0.78 0.60 0.63 18.33
Making a purchase 
decision for Fashion 
Clothing requires a lot 
of thought 
0.73 0.53 0.66 16.71
Recreational Involvement 0.84 0.65 0.91
If I was not able to go 
shopping, I would feel 
that a part of me is 
missing.
0.82 0.67 0.65 8.89
Shopping is important 
for my  self-definition
0.80 0.64 0.78 16.11
Shopping enables me to 
realize my aspirations.
0.80 0.65 0.58 16.14
4. CONCLUSION 
Changing and increasing demands of consumers make it difficult 
for marketers to understand and meet their demands. In this sense, 
trying to discover generations makes marketers acquire a different 
perspective and leads to the development of more successful marketing 
strategies. One of such strategies is to categorize consumers according 
to their generations. Since generations are highly important for 
marketers, this study deals with the relationships between fashion 
involvement, materialism, mavenism, recreation, and purchasing 
decision involvement within the context of generation “X” and “Y”. 
According to the results, the fashion involvement of generation Y is 
influenced by materialism more. They consider their properties as the 
source of happiness and put them at the center of their lives. However, 
they do not consider properties as the source of success. In addition, it 
was realized that fashion involvement transforms into purchasing and 
recreational involvement after a while. They also share their knowledge 
regarding fashion with the people around them. Consumers from 
generation X consider their properties as the source of success and 
happiness; however, they do not attach so much importance to them 
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to put them at the center of their lives. It was determined that their 
fashion involvement transforms into purchasing involvement. The 
results are consistent with the results in the literature.
Table 8: The Values of the Model Variables Regarding Generation X 
Variables Standard 
Value
R2 Error 
Variance
T 
Value
Structure 
Validity
Variance 
Validity
Cronbach 
Alpha
Success Materialism 0.81 0.59 0.89
I admire people who 
own expensive homes, 
cars, and clothes.
0.73 0.54 0.66 15.95
Some of the most 
important achievements 
in life include acquiring 
material possessions.
0.72 0.51 0.33 15.42
The things I own say a 
lot about how well I'm 
doing in life.
0.86 0.74 0.68 19.87
Centrality Materialism 0.84 0.57 0.85
I usually buy only the 
things I need.
0.72 0.52 0.68 15.58
I try to keep my life 
simple, as far as posses-
sions are concerned.
0.72 0.55 0.71 15.64
The things I own aren't 
all that important to me. 
0.74 0.52 0.67 16.17
I put less emphasis on 
material things than 
most people I know.
0.84 0.71 0.37 19.49
Mavenism 0.82 0.61 0.84
I like ıntroduction new 
brands and product to 
my friends
0.82 0.67 0.50 7.92
People ask me for 
information about 
product, shops or sales
0.76 0.73 0.41 15.19
If someone asked where 
to get the best on several 
types of product ı could 
tell him or her where 
to shop
0.71 0.50 0.74 13.80
Fashion Product Involvement 0.87 0.57 0.87
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I pay a lot of attention to 
Fashion Clothing
0.76 0.52 0.47 11.60
Fashion Clothing is 
important to me 
0.75 0.57 0.47 14.60
Fashion Clothing is 
an important part of 
my life.
0.83 0.56 0.37 16.32
 I would say Fashion 
Clothing is central to 
my identity as a person 
0.70 0.69 0.70 13.66
I am very much in-
volved in/with Fashion 
Clothing 
0.75 0.49 0.49 14.76
Fashion Product Purchase Involvement 0.90 0.66 0.92
I like being involved in 
making purchases of 
Fashion Clothing
0.76 0.52 0.47 11.60
I think a lot about my 
choices when it comes 
to Fashion Clothing 
0.75 0.57 0.47 14.60
The purchase of Fashion 
Clothing is important 
to me 
0.83 0.56 0.37 16.32
Making a purchase 
decision for Fashion 
Clothing requires a lot 
of thought 
0.70 0.69 0.70 13.66
Purchasing Fashion 
Clothing is significant 
to me
0.75 0.49 0.49 14.76
Recreational Involvement 0.74 0.50 0.73
Shopping affirms my 
values.
0,86 0.74 0.26 3.21
Shopping contributes to 
my self-esteem.
0.73 0.53 0.48 7.32
Shopping enables me to 
realize my aspirations.
0.49 0.24 0.98 12.65
To Eğri and Ralston (2004), the success values of generation X are 
higher than generation Y. It is also reported that as the age increases, 
materialist tendencies change, leading to the identification of material 
possessions with success and happiness (Chan et al., 2006). To Gürbüz 
(2015), the sense of not wasting time is higher in generation X. Stevens 
et al. (2005) claim that generation Y has higher recreational involvement 
since they grew up with more recreational possibilities. In addition, 
for generation Y having a life nested in technology, technology is a 
lifestyle, and due to their electronic communications, their fashion 
involvement is higher than the members of generation X (Miller and 
Washington, 2011: 174). Therefore, these consumers behave in a more 
mavenist way. This is because it is claimed that individuals interested in 
fashion product groups will have a higher tendency to make a research 
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about all kinds of information concerning fashion products and are 
likely more mavenist (Hourigan and Bougoure, 2012: 130). 
Table 9: The Relationship Results of the Study
Y Generation X Generation
Relationships 
St
an
da
rd
 
Va
lu
e
R
2
E
rr
or
Va
ri
an
ce
T Va
lu
e
St
an
da
rd
 
Va
lu
e
R
2
E
rr
or
Va
ri
an
ce
T Va
lu
e
Success Materialism -
Fashion Involvement -0.06 0.31 0.69 -0.94 0.31 0.35 0.65 2.27
Happiness Materialism -
Fashion Involvement 0.52 0.31 0.66 8.76 0.40 0.35 0.65 6.88
Centrality Materialism -
Fashion Involvement 0.19 0.31 0.69 3.01 0.02 0.35 0.65 0.13
Fashion Involvement-
Recreational Involvement 0.63 0.39 0.61 10.22 0.03 0.01 1.00 0.54
Fashion Involvement-
Purchase Decision 
Involvement
0.67 0.44 0.56 11.46 0.65 0.42 0.58 11.52
Fashion Involvement - 
Mavenism 0.27 0.07 0.93 4.76 0.23 0.06 0.95 3.91
5. RECOMMENDATION AND LIMITATION
Taking the results into account, some recommendations are 
given to the literature, businesses, and future studies below. Dealing 
with generations will help better understand the differences between 
marketing strategies for different consumer groups. Thus, this study 
is expected to help marketing researchers understand that one of the 
factors leading to recreational involvement is fashion involvement. The 
understanding of the fact that consumers are involved in fashion also 
due to their materialist emotions will help marketing researchers to take 
into account materialist purchasing in fashion involvement. Fashion 
products are rapidly accepted and spread among the generation Y. 
Therefore, this study once again reminds businesses that an important 
consumer group for them to take into account while making fashion 
designs is generation “Y”. Moreover, generation Y consumers constitute 
an influential group for generation Z consumers since they are the 
descendants of the current fashion-involved people. Therefore, taking 
into account the traits of generation Y will provide information about 
potential consumers when it comes to fashion involvement. In addition, 
this study revealed that fashion involvement is more common among 
people with high materialist tendencies. People with high materialist 
tendencies try to make their materialist properties their life styles 
and consider them as ways leading to happiness and success. In this 
sense, businesses positioning their products and brands against fashion 
should try to keep in mind that there are consumers who prefer their 
products just to possess a variety of things and be happy about them and 
should try to meet their demands.  Mavenists make up an influential 
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commercial marketing group for adaptation to new products. These 
individuals, who have high fashion involvement, share information 
about fashion products, brands, and stores with others. Understanding 
mavenism will help fashion product businesses or retailers to access 
this important type of consumers. Different cultures may yield different 
results about fashion involvement in different products and consumer 
groups. It can be studied in terms of other cultures and product groups 
and on the basis of gender. It is acknowledged that consumers who keep 
up with the fashion with a sense of materialism are opinion leaders and 
constitute an important market group, which needs to be taken into 
account (O’cass, 2001:49). Previous generations may influence next 
generations in terms of fashion. Therefore, the fashion involvements 
of other generations (particularly generation Z) may be analyzed. One 
of the limitations of the present study is that it was carried out only on 
X and Y generations. Another limitation of the study is that the results 
were not evaluated in terms of fashion involvement of a specific brand 
or product groups. It was handled in terms of generations’ general 
fashion involvement.
REFERENCES
Allison J. P. (2009). Longing and Belonging: Parents, Children and Consumer Culture, 
  University of California Press.
Alnıaçık, Ü. (2012). Sms Ads for Buying Styles and Attitudes: A Study on Young Con
  sumers. Journal of Marketing and Marketing Research,  9,1-20
Andrews, L., Pentecost, R (2010). Fashion Retailing and the Bottom Line: The Effects 
  of Generational Cohorts, Gender, Fashion Fanship, Attitudes and Impulse 
Buying on Fashion Expenditure, Journal of Retailing and Consumer Services,17(1), 43-52.
Bakewell, C., & Mitchell, V. W. (2003). Generation Y Female Consumer Decision-Mak
  ing Styles, International Journal of Retail & Distribution Management, 31(2), 
  95-106.
Barletta, M. (2006). Marketing to Women: How to Understand, Reach, and Increase 
  Your Share of the World’s Largest Market Segment, Chicago, IL: Dearborn 
  Trade Publishing.
Bellenger, D. N., & Korgaonkar, P.K. (1980). Profiling the Recreational Shopper, Journal 
  of Retailing, 56(3), 77-92. 
Bednall, D. H., Valos, M., Adam, S., & McLeod, C. (2012). Getting Generation Y to 
  attend: Friends, Interactivity and Half-Time Entertainment, Sport Manage
  ment Review, 15(1), 80-90.
Browne, B., Kaldenberg, D. (1997). Conceptualizing Self-monitoring: Links to Materi
  alism and Product Involvement, Journal of Consumer Marketing, 14(1), 31-44.
Chan, K., Zhang, H. and Wang, I. (2006). Materialism among Adolescent in Urban 
China. Young Consumers: Insight and Ideas for Responsible Marketers,7(2):64-77.
Çopur, Z. (2011). Financial Socialization and the Impact of Perceived Norms on Ma
  terialism: A Sample of Univesity Studensts, Journal of Hacettepe University 
  Sociological Research, http://www.sdergi.hacettepe.edu.tr.
Daun, A. (1983). The Materialistic Life-style: Some Socio-psychological Aspects, In 
  Consumer Behavior and En-vironmental Quality, ed. Liisa Uusitalo, New 
  York: St. Martin’s, pp. 6-16.
Du Bois, C. (1955). The Dominant Value Profile of American Culture, American An
  thropologist, 57 (De-cember),1232-1239.
H. Aydin
2 0 1 6 / 1
61
Egri, C. P. & Ralston, D. A. (2004). Generation Cohorts and Personal Values: A Com
  parison of China and the United States. Organization Science, 15(2), 210–
  220.
Feick, L. F& L. L. Price. (1987). The Market Maven: A Diffuser of Market Place Inform
  ation, Journal of Marketing, 51(January). 83–97. 
Guiry, M., Mägi, A., Lutz, R. (2006). Defining and Measuring Recreational Shopper 
  identity, Journal of the Academy of Marketing Science 34 (1), 74–83.
Gürbüz, S. (2015). Generational Differences: A Myth or Reality?. Journal of Business 
  and People, 2(1), 39-57.
Horigan-Rebecca, S., & Bougoure-Sigrid, U. (2011). Towards a Better Understanding 
  of Fashion Clothing Involvement, Australian Marketing Journal, 20, 127-135.
İzmirlioğlu, K. (2008). Measuring the Perception of Consumers by the Help of Gener
  ation Analysis in Positioning: Research in Automobile Industry, Unpub
  lished Master’s Thesis, Muğla University, Graduate School of Social Sciences. 
Koparal, C and Çalık, N (2015). Hedonic Consumption Characteristics Related to 
  Products and Services where Fashion Involvement Plays an Important Role,  
  A Field Study from Eskisehir, International Journal of Social Sciences, 4 (1),  
  13-37.
Lower, J. (2008). Brace Yourself Here Comes Generation Y, Critical Care Nurse, 28(5), 
  80-84.
Martin, C. (1998). Relationship Marketing: A High-Involvement Product Attribute 
  Approach, Journal of Product and Brand Management, 7 (1), 6-26.
Miller, R.,&  Washington,  K. (2011). Consumer Behaviour, Richard K. Miller & Asso
  ciates,1- 425.
Mittal, B, & Lee, M.S.(1989). A Causal Model of Consumer Involvement, Journal of 
  Economic Psychology, 10(1), 363-89.
Noble, S. M., Haytko, D. L., & Phillips, J. (2009). What Drives College-Age Genera
  tion Y Consumers?. Journal of Business Research, 62(6), 617-628.
O Cass, A. (2000a). An assessment of Consumers Product, Purchase Decision, Ad]\ 
  vertising and Consumption Involvement in Fashion Clothing, Journal of  
  Economic Psychology, 21, 545-576.
O’Cass, A. (2001). Consumer Self-Monitoring, Materialism and Involvement in Fash
  ion Clothing, Australasian Marketing Journal, 9 (1), 46–60.
O’Cass, A. (2004). Fashion clothing Consumption: Antecedents and Consequences of 
  Fashion Clothing Involvement, European Journal of Marketing, 38(7), 869-82.
O’Cass, A., & Choy, E. (2008). Studying Chinese Generation Y Consumers’ Involve
  ment in Fashion Clothing and Perceived Brand Status, Journal of Product 
  & Brand Management, 17(5), 341-352.
Ohanian, R., & Tashchian, A. (2011). Consumers’ Shopping Effort and Evaluation of 
  Store Image Attributes: The Roles of Purchasing Involvement and Recre
  ational Shopping Interest. Journal of Applied Business Research (JABR), 
  8(4), 40-49.
Parker, R. S., Diana, H., & Charles, H. (2009). The Perception of Materialism in a 
  Global Market:A Comparison of Younger Chinese and United States Con 
  sumers, Journal of International Business and Cultural Studies.
Parment, A. (2013). Generation Y vs. Baby Boomers: Shopping Behavior, Buyer In
  volvement and Implications for Retailing. Journal of Retailing and Con 
  sumer Services, 20(2), 189-199.
Richins, M., &Dawson, S. (1992). A Consumer Values Orientation for Materialism  
  and Its Measurement: Scale Development and Validation, Journal of Con 
  sumer Research, 19 (2) December, 303-316.
Richins, M.L.(1994). Special Possessions and the Expression of Material Values,  
  Journal of Consumer Research, 21, 522–533.
Russel W. Belk. (1984). Three Scales to Measure Constructs Related to Materialism: 
An Evaluation of Fashion Involvement
2 0 1 6 / 1
62
Reliability, Validity, and Relationships to Measures of Happiness,  in Advances in  
  Consumer Research,11, ed. Thomas Kinnear, Provo, UT: As-sociation for  
  Consumer Research, 291-297.
Ryan, L., & Dziurawiec, S.(2001). Materialism and Its Relationship to Life Satisfac 
  tion, Social Indicators Research, 55(2), 185-197.
Saroja, D., Deeparechigi, V., &Thanam S. (2015). Perceptions on the Challenges of  
  Online Purchasing: A Study From “Baby Boomers”, Generation “X” and  
  Generation “Y” Point of Views. Contaduría y Administración 60, 107-132
Smith, J.B., &Bristor, J.M.(1994). Uncertainty orientation: Explaining Differences  
  In Purchase Involvement and External Search, Psychology and Marketing,  
  11 (6), 587–607.
Stevens, J., Lathrop, A., & Bradish, C. (2005). Tracking Generation Y: A Contempor 
		 ary	Sport	Consumer	Profile.	Journal of Sport Management, 19(3), 254.
Stokburger‐Sauer, N. E., & Hoyer, W. D. (2009). Consumer Advisors Revisited:  
  What Drives Those With Market Mavenism and Opinion Leadership Tend 
  encies and Why?. Journal of Consumer Behaviour, 8(2‐3), 100-115.
Sullivan, P., & Heitmeyer, J. (2008). Looking at Gen Y Shopping Preferences and  
  Intentions: Exploring the Role of Experience and Apparel Involvement, In 
  ternational Journal of Consumer Studies, 32(3), 285-295.
Sarı,	Ö.	G.	S.,	Bozkurt,	Ö.	Ç.,	&	Kalkan,	A.	The	Impact	of	Social	Media	on	Purchas
  ing Behavior of Y-Generation.
Williams,	K.	C.,	&	Page,	R.A.	(2011).	Marketing	To	the	Generations,	Journal of Be 
 havioral Studies in Business, 3(1), 37-53.
Yavuz,	E.,	Altınay,	M.,	&	Bismil,	S.	(2015).	Reasons	for	Preferring	Shopping	Centers	
  and Its Relationship with Recreation, Journal of Recreation and Tourism  
  Research, 2(3), 37-47.
Yılmaz,	Ü.	(2013).	The	Contribution	and	Influence	of	TV	Serials	on	The	Process	of		
  Creating a Consumption Culture in Relation to Young People, Master’s  
  Thesis, Arel University, Istanbul.
Yüzbaşıoğlu,	S.(2012).	Marketers	Are	Confused	Now	That	Generations	Are	Categor	
  ized into X, Y, and Z.
H. Aydin
2 0 1 6 / 1
63
APPENDIX:
Terms in Models: MM=Happiness Materialism, TM=Centrality Materialism, 
BM=Success Materialism, MV=Mavenism, Mod=Fashion Involvement, ST=Purchase 
Involvement, EG= Recreational Involvement
Figure 1: Generation Y
                                            
Figure 2: Generation X
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